, and the last position is place factor which has a weight of (0,107).
I. INTRODUCTION 1.1. Background
Tourism is one of several sectors that are used as a backbone by the government in obtaining foreign exchange from non-oil and gas income. Tourism is not only a source of foreign exchange incomes in national development but also contributes to creating jobs, increasing the income of the people and the government, enhancing the preservation of the environment and national culture, tightening and strengthening national unity.
Competition in the tourism sector has been quite intense in the Southeast Asia region, given the implementation of the ASEAN Free Trade Area (AFTA) for countries such as Brunei Darussalam, Indonesia, the Philippines, Singapore, Malaysia, and Thailand. The competition between ASEAN countries is quite fierce, considering the countries in the region are relatively selling similar attractions because of the similarity of clumps, historical roots, traces of culture and civilization, and natural conditions. However, unfortunately, the average tourist arrivals to Indonesia are always losing compared to Malaysia, Thailand, and Singapore. Indonesia only has more foreign tourist visits than Brunei Darussalam and the Philippines, which since 2002 have implemented AFTA. While Cambodia, Laos, and Vietnam will only implement AFTA in full in 2015 and Myanmar by 2020 has grown into a new competitor.
For Indonesian tourism itself, especially Bali, it is a tourist destination that is crowded with domestic and international tourists. Seen in terms of tourism objects, Bali has advantages compared to other islands. No wonder if then Bali became the mainstay island for Indonesia in terms of tourism. Lately, an international Travel magazine released 10 of the most beautiful islands in Asia for the 2012 version of its readers. In the ten islands, Bali ranks first. At least seven criteria form the basis of the assessment of the best island in Asia in 2012.
For Bali's tourism conditions, Bali currently occupies the top position in the ranking of world tourism destinations, but with the high position of Bali Island in international tourism competition, it has become a good and dangerous moment for Bali. It is said to be dangerous because if Bali does not continue to improve and change in a better direction through innovation and creativity in terms of tourism, or other words remain in the status quo, competitors will continue to compete with Bali.
Change management is needed for the island of Bali. The high position of Bali in tourism competition is a perfect moment to make changes. According to (Sigmund, 2011) in the strategy of making changes, the best condition of a company or organization to make changes, and innovation is when the company is in a top position. Based on the phenomena described above, the researcher tried to examine the marketing mix factors as a priority for foreign tourists regarding tourism in Bali. The purpose of this study was to determine whether the marketing mix factors were a priority for foreign tourists regarding Bali's tourism.
II. THEORETICAL BASIS 2.1. Literature review 2.1.1. Tourism
According to Yoeti (1980) , what is meant by tourism is a journey that is carried out temporarily, which is held from one place to another which is intended not to try or make a living in the place he is going to visit, but solely to enjoy the journey in order to sightseeing and recreation or fulfilling diverse desires. Moreover, what is meant by tourism according to Law No. 10/2009 on Tourism, tourism is a variety of tourism activities supported by various facilities and services provided by the community, entrepreneurs, the Government, and the Regional Government.
Types of Tourism
According to Spillane (1994) , the types of tourism based on destination and travel motivation are grouped into: 1. Pleasure tourism 2. Recreation tourism 3. Culture tourism 4. Sports tourism 5. Business tourism 6. Convention tourism
Marketing
Marketing is a process carried out by each company to create value for customers and build strong relationships with the customers themselves and get value from customers in return (Kotler & Armstrong, 2012) . Whereas According to the American Marketing Association (AMA) cited Kotler and Keller (2007) marketing is an organizational function and a set of processes for creating, communicating, and delivering value to customers and managing customer relationships in ways that benefit the organization and its shareholders.
Marketing Concept
Understanding the concept of marketing is the philosophy of marketing management to achieve organizational goals depending on determining the needs and desires of the target market and satisfying customers more effectively and efficiently than those of competitors (Kotler and Armstrong, 2012) . There are four things which are the main elements Marketing concepts are (Kotler and Armstrong, 2012): 1. Market focus 2. Orientation to customers 3. Integrated marketing 4. Profit through customer satisfaction It can be concluded that with the marketing concept, companies explore what consumers want and need and then develop products that will satisfy consumers' desires while earning profits. However, along with the development of technology and society, it has led to the development of marketing concepts as well.
Tourism Marketing
Krippendorff in his book Marketing et Tourism gives the definition of tourism marketing (Wahab, 1997) as follows: "Systematic adjustment and coordination of policies of tourism business entities and policies in the tourism sector at the government, local, regional and international levels to achieve an optimal satisfaction point for particular customer group needs that have been previously set, as well as to make an adequate level of profit"
The interaction between products and the tourist market is essential so that tourist markets can obtain information about the products offered so that the needs of tourists can be met. Another limitation of tourism marketing then arises, as an improvement in the previous limits. These limits (Wahab, 1997) are as follows: "The management process by which tourism organizations or tourism agencies can identify their chosen tourism, both actual and potential, can communicate with them to convince and influence the will, needs, motivations, preferences and things that are not favored at the local, regional, and formulate and adjust their tourism products appropriately, with a view to achieving optimal tourist satisfaction, so that they can achieve their goals."
Buying decision
According to Shciffman and Kanuk (2010) , the decision is a selection of two or more alternative options. Whereas according to Kotler and Armstrong (2012) suggest that: "purchasing decisions are decisions of consumers where consumers purchase products. 
Promotion
Promotion is one of the variables in the marketing mix that is very important in marketing service products. The concept used to introduce the product is the promotion mix. Promotion mix is an activity that is very important to be implemented in product marketers. Through this promotional mix activity, the company strives to notify consumers. About a product and encourage to buy the product. Many ways are done by companies to promote their products, including: 1. Personal Selling 2. Advertising 3. Public Relations 2.1.5.5. People
According to (Zeithaml, 2009) what is meant by people is all the factors of people who play a part in the distribution of services and thus the influence of consumer perceptions namely, personal companies, customers, and customers in the service environment. People are one of the marketing mix elements. Society here is defined as service. About service marketing, the "people" functioning like service providers greatly influence the quality of services provided.
The importance of "people" in marketing services is closely related to internal marketing. Internal marketing (Lupiyoadi and Hamdani, 2008) is the interaction or relationship between each employee and department in a company, which in this case can be positioned as internal consumers and internal suppliers. The purpose of the relationship is to encourage "people" in performance to give satisfaction to consumers.
Process
The process is defined as actual procedures, mechanisms, and the flow of activity through something where services are delivered, service delivery, and operating systems (Zeithaml et al., 2009) . The characteristics of the process factors offered to consumers are whether the service product approach is standardized or customized. Standardized is the process by which these services cannot be enjoyed by the wishes of personal consumers, but are standardized, i.e., they cannot be changed according to individual preferences. While what is meant by customized is the process by which these services can be enjoyed and consumed by the wishes of personal consumers. For example, two well-known airlines, Southwest and Singapore Airlines, have different process models. Southwest is a no-frills airline (no food available), an affordable airline that generally serves short-haul flights. All forms of services are consistent and by the market position. While Singapore Airlines, on the other hand, focuses on business travel and concern with traveller needs meetings, therefore the service process can be adjusted according to their individual needs. Both airlines are successful airlines despite having a different service process approach.
What needs to be underlined here is that the characteristics of this process are not seen from what is better or not, but about consumer preferences to choose which service process they want. Sarker et al. (2012) explained that physical evidence could easily be associated with products by tourists. However, in this case, the physical evidence is also interpreted as a supporting factor to get the service product.
Physical Evidence
According to Zeithaml, et al., (2009) what is meant by physical evidence is the environment in which a service is delivered and where the company and customers interact, and some tangible components that facilitate the communication performance of the service.
Whereas according to Lupiyoadi and Hamdani (2008) , physical evidence is the physical environment of the company where services are created and where service providers and consumers interact, plus any tangible elements used to communicate or support the role of the service. Also, it can be used to support positioning and image and increase product scope.'
RESEARCH METHODOLOGY 3.1. Object of research
This research took place on the island of Bali. There are many tourist attractions, natural beauty, high cultural, religious and moral values that are still held firmly by the people of Bali and make Bali Island a tourist destination that is endlessly visited by foreign tourists.
Research design
In this study, researchers chose the type of exploratory research. Explorative research is research that is conducted to explore extensively about the causes or things that influence the occurrence of something.
Research time
The author conducted this research in the Province of Bali, and this research was conducted from April to June 2013.
Population and sample 3.4.1. Population
The population of this study was foreign nationals who were and had visited Bali.
Sample
The researcher distributed questionnaires to foreign nationals who had been on vacation in Bali, namely in Denpasar, Tabanan, Gianyar, Badung, including Spiritual Tourism, Temple, Lake, Ecotourism, Art and Culture, Art Villages, Historical Building, Shopping, Water Sport and Adventure. This research is estimated to take around two weeks to get 97 foreign respondents on the island of Bali.
Data collection technique 3.5.1. Sampling technique
Because the population is infinite, in this study, the sampling technique used is accidental sampling, which is the technique of determining samples of people or objects based on coincidences encountered.
Determination Technique of Sample Amount
Given the exact number of population unknown, the determination of the number of samples to be used in this study uses a formula from Rao Purba (1996) in Purnamasari (2011), namely as follows:
Information n = Number of Samples Z = The level of confidence needed in the study (95% = 1, 96) Moe = Margin of error (a maximum error that can be tolerated is 10%)
Based on the formula above can be taken samples from a population of 96.04 people, but because there are elements of rounding and to facilitate the calculation, the researcher took a sample of 96 respondents.
Data Processing Techniques 3.6.1. Qualitative Data Processing Techniques
Qualitative data analysis is a form of study based on data stated in the form of description. This qualitative data is data that can only be measured directly (Hadi, 2001 ). This qualitative analysis process is carried out in the following stages: Editing Editing is choosing or retrieving data that is necessary and discarding data that is deemed unnecessary, to facilitate calculations in testing hypotheses.
Coding
The process of giving specific codes to types from questionnaires to groups into the same category.
Scoring
Change qualitative data into the quantitative form. In this study, the order of scoring uses a current scale.
Tabulating
Grouping the data on the answers correctly and carefully, then counted and added up until tangible in a useful form. Based on the results of the table, it will be agreed to make table data to get a relationship or influence between the variables.
Quantitative Data Processing Techniques
To get quantitative data, Saati scale is used which is obtained from setting the priority of elements in a decision problem is to make paired protection (pairwise comparison), each item compared to pairing with a specified criterion.
The Saati Scale explains the values 1 -9 that are set for consideration in comparing pairs of similar elements at each level of the hierarchy against a criterion that is level above it. Experience has proven that a scale with nine units is acceptable and reflects the degree to which it can distinguish the intensity of the relationship between elements. Saati scale can be seen in the following table. 
Level of Interest

Definitio
.1 Consistency Test and Ratio
One of the advantages of the AHP model that distinguishes it from other decisionmaking models is that there is no absolute consistency requirement. With the AHP model that uses the perception of the decision-maker as its input, inconsistency may occur because humans have limitations in expressing their perceptions consistently, especially when they have to compare many criteria. Based on this condition, the decision-maker can express his perception freely without having to think whether his perception will be consistent or not.
Measurement of the consistency of a matrix itself is based on the maximum eigenvalue. Thomas L. Saati has proved that the following formula can obtain the consistency index of a matrix with a number.
CI: consistency (inconsistency index) ratio λ: The largest eigenvalue of the matrix has the order n N: Order matrix
If CI is zero, then the pairwise comparison matrix is consistent. The inconsistency limit set by Thomas L. Saati is determined by using the Consistency Ratio (CR). That is the comparison of index consistency. The random index value (Rl) obtained from an experiment by Oak Ridge National Laboratory was then developed by the Wharton School and shown as table 3.1. This value depends on the order of matrix 11. Thus the Consistency Ratio can be formulated as follows:
If the pair-wise comparison matrix with a CR value is smaller than 100, then the inconsistency of opinion from the decision-maker is still acceptable, if not, then the assessment needs to be repeated.
AHP Analysis
Analytical Hierarchy Process (AHP) is a research method for decision making in complex, unstructured situations, into more structured parts, starting from goals, objectives, then sub-objectives and then becoming alternative actions. Decision-makers then make a simple comparison of the hierarchy to get the priority of all available alternatives. The following are the steps that must be taken in this study to process data using the AHP Method:
1. Determining goals based on the background of existing problems, the purpose taken is to analyze the priority factors of Bali Island's tourism marketing mix for foreign tourists on vacation on the island of Bali. 2. Determine criteria, criteria obtained from the results of previous research, and related theory books. 3. Determine alternatives. This alternative is also obtained from the results of previous research and related theory books. 4. Disseminate questionnaires to respondents (key-person) who experienced direct tourism in Bali, in this case, foreign tourists who are on vacation or have vacationed on the island of Bali. These criteria and alternatives can be arranged hierarchically as follows 5. Compile a matrix of the average results obtained from key-person respondents in this study. Then the results are processed using the Expert Choice application 11. 6. Analyze the processing of Expert Choice Version 11 to find out the results of inconsistency and priority values. If the consistency value is more than 0.10, then the results are inconsistent, but if the value is less than 0.10, then the results are said to be consistent. From these results it can also be known the criteria and alternatives prioritized
Analysis and Discussion
Overview of Research Objects
Bali is one of the thousands of islands that are part of the Unitary State of the Republic of Indonesia. Because of its unique features, Bali has become a prime destination for tourists from all over the world, who have chosen to travel to the tropics of Asia.
Respondent Profile
1) Gender of Respondents 40% of women and 60% were men taken as respondents taken in the study as 2) Age of Respondents
The average age of respondents visiting Bali is 20 -24 years old at 30%, age 25 -29 years old at 21%, and ages 30 -34 years at 19%, the rest is between 40 -44 years old and between 15 -19 years old.
3) Country of origin
The country of origin of foreign tourists visiting Bali is mostly from the United States of America 34%, the United Kingdom 23%, and the rest comes from various other countries.
4) Type of Work
The types of work of foreign tourists visiting Bali Island are mostly 223 students and 64 people with the teaching profession, and the rest for other professions.
5) Length of stay
Average length of stay of foreigners on Bali Island for 1 -10 days by 38%, for 11-20 days by 36%, and for 21-30 days by 23%, and only a few more than 30 days which is 3%.
Discussion of AHP Analysis
AHP analysis is used to determine the priority factors that determine the foreign tourists on vacation to Bali. Determination of criteria is obtained from the results of studies through books on marketing and tourism literature. From the results of the study, results were obtained that in order to find out the factors that influence foreign tourists on vacation to Bali Island can be reached through seven criteria, namely: (1) If arranged in a hierarchy, two levels will be obtained, namely criteria and alternatives as shown in the following figure:
Hierarchy of Tourism Marketing Mix
The step in determining the priority of factors affecting foreign tourists on holiday to Bali Island, an assessment is needed from respondents; in this case, the foreign tourists themselves. The analytical tool used to process it is the Expert Choice application version 11.
Stage one, analyzing the elements of all the criteria that are a priority for foreign tourists on vacation on the island of Bali 
. The Priority of Overall Marketing Mix Criteria Factors for Vacation Destinations in Bali
Based on AHP processing, it is known that the criteria factor that has the highest value is the price factor with a value of 0.200. This shows that the price factor is the primary consideration for foreign tourists in carrying out tourism activities on the island of Bali. Prices are considered an element of the marketing mix that can generate profits through the income earned from the pricing. Determining the right price, both based on the level of competition and based on price compatibility with product quality, is needed to achieve the goal of increasing the number of foreign tourists.
The second position is occupied by the product criteria factor after the price criteria factor with a weight of 0.160. As an island with the title of the Most Beautiful Island in Asia for tourism destinations according to the international travel magazine 2012, of course, there is no doubt about the tourism products offered so that it can attract so many foreign tourists on vacation to Bali. It is hoped that the more active parties involved in continuing to innovate and develop tourism products offered will attract more foreign tourists to vacation in Bali.
The promotion criteria factor occupies the third priority of the marketing mix priority towards the vacation destination to Bali Island with a weight of 0.159. Foreign tourists consider that promotion plays an important role, which is a matter of consideration for them to vacation in Bali. The fourth priority of the marketing mix with the aim of vacationing to Bali Island is people or human resources with a weight of 0.134.
Factors of human resources are factors that must be considered in the marketing mix, as businesses that offer services, human resources are the factors that determine the quality of the services provided by tourist attractions. Therefore, the island of Bali also needs to pay attention to the strategies of people in their marketing strategies to increase the number of foreign tourist visits.
Factors of physical evidence criteria get the fifth priority for vacationing to Bali Island with a weight of 0.123. Physical evidence is a facility that supports the existence of a tourist destination. The more complete the facilities of a tourist destination, it will give satisfaction to visitors to the available facilities so that it is expected to make a return visit and provide useful information to relatives, friends and other communities about the superiority of tourism in Bali.
The sixth position is occupied by the criteria for the process of vacation destinations to Bali with a weight of 0.116. The process is a factor that must be considered so that visitors feel satisfied with the process of service provided. The success of a process will also affect the achievement of company goals or in this case, the tourism providers, namely an increase in the number of foreign tourist visits.
The lowest criterion factor is the criterion of place or distribution flow with a value of 0.107. Looking at the conditions of Bali's tourism which are closely related to the international development, of course, it is inevitable that there have been many businesses (indirect distribution) of tourist bureaus on the island of Bali that compete with each other to attract foreign tourists on vacation. As for those who still actively promote tourism products not through intermediaries or in other words, they sell them directly. Of all tourist products that are channeled both directly (direct distribution) and indirect (indirect distribution) to foreign tourists, and the increasingly advanced technology and information, it is expected that this can facilitate tourism providers to be able to continue to develop their product distribution channels in order to continue increasing the number of foreign tourist visits to Bali.
From the elaboration of the numbers above, we can conclude the factors of price or expensive prices for the main factors that are considered for tourists to determine tourist visits to the island of Bali. In other words, the price of tourism on the island of Bali is still in a competitive or cheap category to make it easier for those who are interested in vacationing.
For the place factor (channel) which is the thing which is the distribution channel where the products distributed are related, the results of the data calculation above show the distribution channel factors which have the lowest value of 0.107. This indicates that the distribution factor is the least dominant factor from other factors as consideration for tourists in making decisions for a vacation to Bali.
Stage 2, determine alternative priorities for each criterion from product criteria to physical evidence. The results of the processing of the PPA are as follows. The results of the priority analysis of product marketing mix criteria elements in Bali tourism show that the element of expected product is the top priority compared to other product marketing mix criteria elements with a weight of 0.347. Moreover, for the augmented product marketing mix criteria, the second priority weighs 0.344, which is then followed by the core product marketing mix criteria as the last priority with a weight of 0.309.
A product consists of one core circle that provides core benefits and the next four layers: core product, expected product, augmented product, and product potential. The first layer is generic if it is associated with tourism services; this product is to meet the basic needs of tourists such as relaxation, leisure, heritage, adventure, and cultural knowledge and experiences. The second layer (expected product) not only meets the needs (needs) of tourists, but also the wants (wants) and expectations (expectation) of tourists.
Then penetrate to the next layer, namely augmented product by giving added value to beyond what is expected by tourists. In essence, what is meant by augmented product is a product that exceeds the expectations of tourists to get something extra and desirable. For example, the level of service provided by staff at travel agencies or hotels that govern bookings and the way tour operators handle tourist complaints. All of these services are referred to as "value added" from a tourism product.
From all the elements of the product criteria if it is associated with the results of data processing on each priority level, it can be seen that the tourism conditions of Bali Island, especially when viewed in terms of tourism products, are found that there is a tendency for foreign tourists to prioritize more product than augmented product and core product. The finding indicates that even though Bali Tourism has an awe-inspiring core product as a tourist destination to be able to feel relaxation, leisure, heritage, adventure, and learn new culture knowledge with natural beauty and exoticism of the region that can attract many foreign tourists, it cannot be denied that tourists also continue to expect a unity of tourism product attributes in a reasonable condition (expected product) like a tourist destination, namely a comfortable and clean tourist spot. Similarly, at the inn, have clean rooms, bed linen, towels, other equipment such as hangers and privacy rooms Moreover, the last is the core product. The core product itself is the previous priority for foreign tourists from all elements of the criteria for Bali tourism products. This indicates that basically, core products from Bali Island tourism itself are not taken into consideration in Bali's tourism conditions. There are several possibilities that can cause this to happen, not because of the lack of quality from core product tourism in Bali itself, but when referring to international travel magazines which release ten of the most beautiful islands in Asia for 2012, Bali Island is ranked first among the islands others followed by Phuket Island in Thailand and so on up to the last position occupied by Mindanao Island in the Philippines. This phenomenon shows that in fact there is no doubt about the quality of the core product of Bali Island itself for foreign tourists as tourist destinations, but there are several other things from the elements of product criteria which are the primary considerations for them, namely elements of expected products as mentioned above. The results of the priority analysis of the price mix marketing criteria elements in Bali tourism indicate that affordable pricing elements are the top priority compared to other marketing mix criteria elements with a weight of 0.535. And for the marketing compatible pricing mix criteria, elements get the second priority with a weight of 0.465.
In terms of the price of tourism in Bali itself, foreign tourists place the element of affordable pricing as a top priority compared to elements of compatible pricing. This finding shows that foreign tourists are more likely to want tourism prices that are relatively cheap and affordable compared to having to receive relatively more expensive prices even though they are in accordance with the quality, facilities, and benefits they receive during tourism activities on the island of Bali.
The thing to note from the above phenomenon is about the need for appropriate pricing by tourism service providers, both based on visitor segmentation and based on price conformity with product quality in order to achieve the goal of increasing the number of tourists. From the above phenomena, it can be concluded that tourism service providers in Bali are expected to be more focused in terms of efficient tourism management so that competitive and relatively inexpensive tourist prices can be created and can continue to increase foreign tourist visits to Bali. The results of the priority analysis of place marketing mix criteria elements in Bali tourism show that the element of direct distribution is a top priority compared to other elements with a weight of 0.630. Moreover, for the direct distribution marketing criteria element gets the second priority with a weight of 0.370.
To understand tourism marketing, of course, in-depth knowledge is needed about the characteristics of the distribution of tourism products themselves. Tourism products that are rich in-service nuances have characteristics, namely in the absence of physical distribution in their business. Tourism product providers can provide their products directly to tourists (direct distribution) or through travel trade services both online and offline.
From the findings above, it can be concluded that many of the foreign tourists are reluctant to go on vacation to Bali Island through travel agents, they are more likely to make purchases directly from the purchase of round-trip aeroplane tickets, to tourism activities in Bali to hotel bookings. The results of the priority analysis of the marketing process mix criteria elements in Bali tourism show that customized elements are the top priority compared to other elements with a weight of 0.667. And for standardized marketing mix criteria elements get the second priority with a weight of 0.333.
From the findings above, it shows that many foreign tourists prioritize processes that can be tailored to the needs and desires of each of them, from departure flights, activities at the hotel, and other tourism activities compared to standardized processes. This finding is true that based on the theory of Sarker, et al. (2012) regarding the tourism process, there is a tendency that foreign tourists will feel dissatisfied if the service they receive is not in accordance with their needs or in other words a service process that cannot be customized according to the needs of tourists. The results of the priority analysis of the marketing process mix criteria elements in Bali tourism show that customized elements are the top priority compared to other elements with a weight of 0.667. Moreover, for standardized marketing mix criteria elements get the second priority with a weight of 0.333.
From the findings above, it shows that many foreign tourists prioritize processes that can be tailored to the needs and desires of each of them, from departure flights, activities at the hotel, and other tourism activities compared to standardized processes. This finding is true that based on the theory of Sarker, et al. (2012) regarding the tourism process, there is a tendency that foreign tourists will feel dissatisfied if the service they receive is not in accordance with their needs or in other words a service process that cannot be customized according to the needs of tourists. The results of the priority analysis of the criteria for the marketing mix of human resources (people) in Bali tourism show that the element modifier is the top priority compared to other elements with a weight of 0.518. And for the criteria for marketing mix criteria contractors get the second priority with a weight of 0.482.
For the Bali tourism industry itself, the community or its human resources are known for its hospitality and simplicity, of course, it has become a distinctive advantage in supporting the increase of foreign tourists on vacation to Bali. This is reinforced by the assessment given by international travel magazines that the friendliness factor occupies the top position among other factors that Bali Tourism has. The results of the evaluation of the marketing mix elements of the people above, indicate that the element modifier whose type of work such as receptionist, security, cleaning staff has a higher priority than contractors such as tour guides and waitresses. This shows that foreign tourists are more inclined to judge that modifier human resources must be more excellent in carrying out their duties, namely serving the needs of tourists in life. The results of the priority analysis of marketing mix criteria elements Physical evidence in Bali tourism shows that the element of essential evidence is the top priority compared to other elements weighing 0.570. And for the peripheral evidence marketing mix criteria elements got the second priority with a weight of 0.430.
Referring to the data above, it can be said that foreign tourists prioritize the essential evidence element compared to peripheral evidence. This is due to a large amount of time spent by tourists to do outdoor tourism activities in Bali, so it should be reasonable if the tourists prioritize the essential evidence element compared to the evidence that peripheral evidence is only a complement to the physical evidence of tourism. This phenomenon is also strengthened by the superiority of Bali Tourism which is rich in building design, architecture, the surrounding environment, landscape and interior design, causing a high priority of tourists for the element of essential evidence compared to peripheral evidence.
CONCLUSIONS AND SUGGESTIONS
Conclusion
Following the phenomenon described in the formulation of the problem, which is about the marketing mix factors, which is a priority for foreign tourists regarding Bali Island tourism, the findings from the results of this study can also be concluded with the following explanation:
1. Overall, the marketing mix criteria that should be prioritized by tourism service providers and related regulators in order to increase the number of foreign tourists are the price marketing mix criteria, because based on the calculation results of the expert choice version 11 this criterion gets the highest score of 0.200. The marketing mix criteria that get the lowest value are places or product distribution channels with a score of 0.107. 2. Criteria element of the price marketing mix that gets the highest value is affordable pricing with a value of 0.535, while the criteria element that gets the lowest value is compatible pricing. Policies regarding efficient tourism management to reduce costs that must be incurred by foreign tourists and of course, can increase foreign tourist visits. 3. Based on the criteria for the marketing mix of a place or tourism product distribution channel, the direct distribution criteria element gets the highest value of 0.630, while the criteria element that gets the lowest value is the indirect distribution with a value of 0.370. With the increasingly varied services and the increasing level of trust given, it is expected to increase tourist visits through tourism bureaus which will be able to provide benefits to the industry. 4. Criteria element of the product marketing mix that gets the highest value is expected product with a value of 0.347, then followed by an augmented product with a value of 0.344 and the last one occupied by core product criteria with a value of 0.309. Not only in tourist attractions, other supporting facilities must be arranged well and cleanly. 5. Based on the promotion marketing mix criteria, the element of the advertisement criteria gets the highest value of 0.355, after which the instructional material is followed by the acquisition of 0.321, while the criteria element that receives the lowest score is public relations with a value of 0.324. Thus, the policy that should be a priority for tourism providers in terms of promotion is the advertisement to continue to attract the attention of foreign tourists to visit the Bali Island. 6. The criteria element of the human resource marketing mix that gets the highest score is the modifier with a value of 0.518, while the criteria element that gets the lowest score is contractors 0.482, by conducting training or seminars on service excellence to improve excellent service to tourists. 7. Based on the marketing evidence mix criteria, the essential evidence criteria element gets the highest value of 0.570, after which peripheral evidence is followed as the last position with a value of 0.430. For the government, it's good to hold various programs that support the sustainability of tourist destinations on the island of Bali. 8. Criteria element of the marketing mix the process that gets the highest score is customized with a value of 0.667, while the criteria element which gets the lowest score is standardized 0.333. So from that the policy that should be carried out by tourism providers is about the development and innovation of their services that can be adjusted to the wishes of tourists through development to increase foreign tourist visits to the Bali Island. 9. Overall, from the priority sequence of 16 elements of the tourism marketing mix criteria, the policy that should be the priority of tourism service providers and the government is about efficient tourism management because this alternative gets the highest value compared to other alternatives with a value of 0.095. The elements that get the lowest value are standardized criteria elements with a value of 0.028.
Suggestions
Based on the discussion above, some suggestions can be made, namely:
1. In order to be more precise in explaining and completing the results of the analysis for the purpose of this study, the researcher suggests strengthening in the discussion of the concept of this research, both in the scope of theory (additions), reference to previous research, research models to the calculation and analysis of research. As for those related to strengthening research variables, the focus of research analysis includes the product variable and physical evidence. In this case the researcher tries to attach the theory and the example of the revised questionnaire regarding the discussion of product and physical evidence variables in the appendix with the revised title of the questionnaire. 2. Important (alternative) variables in core products need additional discussion. For example, in augmented product issues regarding the method of payment and government regulation are important in the world of tourism, which will affect tourists deciding to take a vacation somewhere. Whether in tourist destinations that tourists go to there are conveniences (alternatives) in payment methods such as debit and credit card networks (Cirrus, Alto, Visa, MasterCard, etc.).
